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企业 竞争 优势 的 主要 来 源 之 一 品 本 文 在 大 量 文献 调研 的 基础 上 ， 


首先 概述 了 电子 商务 及 电子 商务 模式 的 概念 [电子 商务 模式 的 分 类 ,然后 论述 了 其 在 行业 中 的 应 用 , 最 后 
归纳 总 结 出 电子 商务 模式 创新 的 关键 成 功 因素 口 本 研究 认为 ,电子 商务 模式 创新 的 关键 在 于 价值 创造 , PP 


在 创造 用 户 价值 的 同时 实现 自身 价值 吕 
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Empirical Study on Influencement Factors of Interaction Innovation Performance 
between KIBS and Manufacturing 


1 2 eT 2 
Fan Chun , Hu Shengrong , Wei Jiang 
( 1. Political and Public Managem ent School, Wuhan University, Wuhan 710038, China; 
2. School of Managem ent, Zhejiang University, H angzhou 310058, China) 


Abstract: As producer and spreader of professional know ledge, knowledge intensive business service( KIBS) helps manufacturing enterprises to 
innovate by interacting and changing konwledge with them. T his paper uses two dim ensions, namely the intensity of interaction and the time of 
interaction, to clarify the classification of interaction interface between KIBS and manufacturing enterprises. According to the above mentioned 
classification, this paper refines seven factors which have important impacts on the performance of cooperative innovation, and then analyzes how 
these factors influence the performance through knowledge transfer under different interfaces. Finally, it studies empirically the im portance of 
know ledge transfer and the factors influencing the interaction performan ce. 


Key words: knowledge intensive business service( KIBS) ; manufacturing enterprise; interaction; innovation perform an ce 
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Classification, Application and Innovation on E- commerce Model 


Tan Xiaolin, Xie Wei, Li Peixin 
(School of Economics and Management, Tsinghua U niversity, Beijing 100084) 


Abstract The innovation of E-commerce model is one of competitive advantage source for ЈЕ commerce business. Based on extensive literature 
survey, this paper introduces an overview of the concept of Ecommerce and its business model, and the classification of E commerce model, and 
its application in some industries. Then it summarizes som e critical success factors relating to Е commerce model innovation. It points out that 
the key issue of innovation of Ecommerce model lies in value creation, namely realizing self value when creating value for custom ers. 


Key words: E-commerce m odel; innovation; critical success factor 
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